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Abstract 
The aim of the study is to analyze the effects of young Turkish consumers' ethnocentrism and animosity toward USA and 
consumers' product judgment about and willingness to buy American products. Hypotheses are tested with data gained from a field 
survey of a sample of 277 university students studying in Turkey. Path analyzes results reveal that 
animosity does not have remarkable effect on product judgment, but than product 
judgment are good predictors of willingness to buy products originating from USA. At the end, the research findings are discussed 
and also managerial implications and future research opportunities are presented. 
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1. Introduction 
Consumers in the past had limited choice of products available to them, and now have a wide variety of domestic 
and imported products to choose from. As the choices available to consumers become more numerous, the consumer 
selection process is becoming more complex and the final product choice is influenced by a variety of reasons (Nakos 
and Hajidimitriou, 2007: 54). Consumer ethnocentrism (Shimp and Sharma, 1987) serves as an important motivation 
for the decision to purchase domestic products. It refers to consumers' judgments of the morality of purchasing foreign 
made products. Consumer ethnocentrism has been found to relate positively to consumer preference for domestic 
products, and negatively to preference for foreign products (Verlegh and Steenkamp; 1999: 527).  
 
In this study, the concept of country of origin and relating issues namely ethnocentrism and consumer animosity are 
discussed. The aim of the study is to analyze the effects of young Turkish consumers' ethnocentrism and animosity 
toward USA and consumers' product judgment about and willingness to buy American products. In the study, firstly 
literature regarding  reviewed. Then, 
hypotheses are developed in due course. Next, hypotheses are tested with data collected from a sample of 277 
university students studying in Turkey. At the end, the research findings are discussed and also managerial 
implications and future research opportunities are presented.  
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2. Literature Review And Hypotheses  
2.1. Country of Origin 
-established 
used to judge the quality of foreign products (Edwards et al., 2007:484). The concept of country of origin is related 
with positive or negative ideas and opinions of consumers about the quality of the products produced in foreign 
countries (Bilkey and Nes, 1982). Verlegh and Steenkamp (1999) identified three mechanisms that explain COO 
effects among consumers. These are cognitive, where COO is used as a cue for product quality; affective, where COO 
holds symbolic and emotional value (e.g. conveying prestige or patriotism); and normative, where COO expresses 
 domestically made products or refusing to buy from a country for 
which a consumer feels animosity) (Amine, 2008:405). 
 
quality of products originating in a specific foreign country (Nakos ve Hajidimitriou, 2007:54). Some product groups 
are manufactured in certain countries may lead to the perception of quality for the benefit of that product or brand. 
Some product groups are manufactured in certain countries can create a positive perception of quality for the product 
or brand. For example; French wines, Swiss watches, Brazilian soccer, and Hollywood movies (Chan ve Chan, 
2010:212). Past research has shown that positive (vs. negative) perceptions of a country result in more favorable 
evaluations of the products and services that originated in that country (Maheswaran, 2006). Result of a study with 
Turkish consumers (Cengiz, 2009) suggest that product origin is an important product attribute to prefer a product. 
Based on the literature above following hypothesis is proposed; 
 
H1: judgement is positively related to the willingness to buy American products. 
2.2. Consumer Ethnocentrism 
Consumer ethnocentrism is conceptualized as the belief that the purchase of foreign products is inappropriate or 
even immoral and unpatriotic, because it affects the domestic economy negatively in form of increasing domestic 
unemployment (Shimp and Sharma, 1987; Klein et al., 2006). This attitude consists of two major components: love 
willingness not to purchase foreign products (Sharma et al., 1995; Sutikno and Cheng, 2011:15). Ethnocentrism 
implies that purchasing imports is wrong, not only because it is unpatriotic, but also because it is detrimental to the 
economy and results in the loss of jobs in industries threatened by imports (Bahaee and Pisani, 2009b:4). In an 
integrative review by Shankarmahesh (2006), a summary on antecedents and consequences of consumer 
ethnocentrism was done, based on 37 previous studies that have been done in Australia, Austria, Britain, Canada, 
China, Czech, France, Hong Kong, Japan, Korea, Malta, Mexico, New Zealand, Poland, Russia, Singapore, Turkey 
and US from 1964 until 2002. A total of four main antecedents of consumer ethnocentrism, namely socio-
psychological antecedents, economic antecedents, political antecedents and demographic antecedents, were identified. 
Socio-psychological antecedents include cultural openness, world-mindedness, patriotism, conservatism, collectivism, 
materialism and dogmatism. Moreover, the economic antecedents contained capitalism, stage of economic 
development, improving national economy and improving national finances. Nonetheless, political antecedents are 
political propaganda, history of oppression, proximity, size and power of out-groups, as well as leader manipulation. 
Lastly, demographic antecedents include age, gender, education, income, race and social class (Teo et al., 2011). 
Consumers with high ethnocentric tendency will show a bias towards products that were produced in their home 
country and avoid, if possible, products originating abroad (Nakos and Hajidimitriou, 2007; Erdo
2010). Especially in developing countries consumers overestimate economic disadvantages of foreign brands and 
; Al Ganideh and Al Taee, 2012; Kaynak 
and Eksi, 2011). Thus following hypotheses are developed; 
 
H2: Consumer ethnocentrism will be negatively related to judgements of American product quality. 
H3: Consumer ethnocentrism will be negatively related to the willingness to buy American products. 
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2.3. Consumer Animosity  
Consumer animosity is a concept which firstly introduced by Klein et al. (1998). They propose that the construct of 
animosity defined as the remnants of antipathy related to previous or ongoing military, political, or economic events 
will affect consumers' purchase behaviour in the international marketplace (Klein et al., 1998:90). Consumer 
ethnocentrism should be particularly relevant when a consumer chooses between a foreign and a domestic product; it 
should, however, be irrelevant for choices between two foreign products, because both products are bad options for the 
ethnocentric consumer. Animosity, however, should be relevant when choosing between goods from foreign countries, 
provided that the consumer holds animosity towards one of these countries (Klein, 2002: 348). Consumer animosity 
has been found to have a direct, negative effect on consumers' purchase behaviour, but unlike previously studied 
country-of-origin effects, consumer animosity does not drive product attribute judgments or quality perceptions 
(Klein, 2002:346). While some consumers may find it perfectly acceptable to buy foreign products from a variety of 
countries, they may refuse to buy a product from a specific nation toward which they feel enmity (Klein, 2002:348). 
 
Four dimensions of animosity have been defined
 Ang et al. (2004) suggested that the four different types of 
animosity: stable animosity, situational animosity, personal animosity and national animosity. Stable animosity refers 
to negative feelings arising from general historical background such as previous economic or military ties between 
countries. Over time, individuals who harbour such animosity may not have personal experiences regarding the 
historical event (for example, war) that triggered such emotions.  Their stable animosity is based instead on views of 
others and becomes more general to the triggering event. Thus, stable animosity becomes a value that is passed from 
generation to generation. The second type of animosity, situational, refers to the negative feelings associated with a 
specific circumstance. The Asian crisis is one example where situational animosity may arise. Negative sentiments 
towards a specific country may be formed because of the economic crisis. At a personal or micro level, animosity can 
be based on negative personal experiences one has with the foreign country or with people from that country. In the 
case of the economic crisis, n
animosity refers to hostility arising from personal suffering such as job loss or cutting back on lifestyle expenses. At a 
national or macro level, animosity towards a country is based on perceptions of how well that foreign country has 
treated the home country (Ang et al., 2004:192). A number of studies have explored how such feelings of animosity 
affect the intention to buy products originating from hostile country (Nijssen and Douglas, 2004; Rose et al., 2009; 
Funk et al., 2010; Akdogan et al., 2010; Huang et al., 2010; Mutlu et al., 2011). The results of these studies suggest 
that the level of animosity towards specific country is an underlying factor in quality judgments and purchase 
intentions for products originating from this hostile country. Thus following hypotheses are developed; 
 
H4: Consumer economic animosity will be negatively related to judgements of American product quality. 
H5: Consumer economic animosity will be negatively related to judgements of American product quality. 
 
H6: Consumer  historical animosity will be negatively related to the willingness to buy American products. 




Figure 1. Research Model 
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3. Methodology 
3.1. Sample and Data Collection 
A field survey using structured questionnaire was conducted to obtain data. Data were collected from students 
studying in a state university in Turkey via structured questionnaire. 277 fully completed questionnaires were 
collected. Some demographic statistic belong to respondents are shown in Table 1. All respondents are students at 
bachelor level and their ages vary between eighteen and twenty-five. Sixty percent of respondents are female (n= 165) 
and other forty percent of them are male (n= 112). Only twelve participants are married, others are single. Most of 
TL, about 600 Dollar). About twenty percent of 
their incomes are between 1000 and 2000 TL, and only six percent of them are above 2000 TL. 
Table 1 Demographic statistics of the respondents 
3.2. Measures 
In the study for measuring consumer ethnocentrism, shortened version of a scale developed by Shimp and Sharma 
(1987) are used. Original scale including seventeen items was revised and shortened to six items by Klein et al. 
(1998). To measure consumer animosity a scale developed by Klein et al. (1998) is used. Willingness to buy is 
measured by a scale developed by Klein et al. (1998). These constructs are measured using five-point Likert scales 
ranging from 1=strongly disagree to 5=strongly agree.  
3.3. Analyses and Results 
Results of the exploratory factor analysis (EFA) reveal that very slight differentiation occurred in existing scales. 
Only one item in the product judgement scale is deleted because it loaded two different factors. All other items were 
placed in the construct that was expected. 
 
Mean values, standard deviations (SD), and correlations are presented in Table 2. Mean values of each construct 
were calculated by averaging scores of items included in each construct. All constructs are positively correlated with 
each other. Only exception is that economic animosity is not correlated with product judgment.  Cronba
values were used to examine the reliability of the scales used in the study, which varies between 0,808 and 0,909. All 
scales had reliability values over 0.70, indicating that the scales were reliable as seen on the Table 2.  
 
Table 2 Descriptive Statistics and Correlation Coefficients 
 Variables Mean SD  1 2 3 4 5 
1 Ethnocentrism  3,30 ,806 0,808 1     
2 Economic animosity 3,63 ,748 0,859 ,180** 1    
3 Historical animosity 2,95 ,975 0,909 ,303** ,542** 1   
4 Product judgement 3,37 ,690 0,904 -,210** ,014 -,146* 1  
5 Willingness to buy 3,15 ,861 0,825 -,449** -,365** -,504** ,200** 1 
** Significant at the 0.01 level *Significant at the 0.05 level 
Sex f % Monthly Income (TL) f % 
    Female 165 59,6     1000 and under  201 72,6 
    Male 112 40,4     1001-1500 36 13,0 
       1501-2000 17 6,1 
Marital Status       2001-2500 10 3,6 
    Married                            12 4,3     2501-3000 8 2,9 
    Single                               265 95,7     3001 and above 5 1,8 
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The hypothesized relationships are tested using structural equation modelling through path analysis by using 
AMOS. The results indicated good fit of the model. The ratio of chi-square to degrees of freedom (x2/df) = 1,533, CFI 
= 0,965, TLI = 0,957, NFI= 0,906, IFI= 0,965, RMSEA = 0,044. 
 
 
Figure 2. Results of structural model 
 
In order to test the hypotheses, standardized path coefficients between variables are analyzed. Figure 1 summarizes 
the model and the standardized regression weights. Results show that there is no significant relationship between 
 0,053) and does not support hypothesis 1 (H1). There is a significant 
negative relationship between ethnocentrism and product judgment. Hypothesis 2 (H2 -
0,22). Relationship between economic animosity and product judgment is unexpectedly positive and significan
0,186), then hypothesis 4 (H4) was not supported. Historical animosity is negatively related with positive product 
-0,168), but not statistically significant, so hypothesis 6 (H6) is not supported. Consumer ethnocentrism 
- 0,385), hereby hypothesis 3 (H3) is supported. 
- 0,142) as expected, it is not 
statistically significant. The resu ). On the other hand, historical animosity 
- 0,329), and then hypothesis 7 (H7) is supported.  
 
The strength of associations among variables are examined by the squared multiple correlation coefficient (R2). 
Table 3 illustrates that 8 % of the variance of product judgment is explained by ethnocentrism and animosity variables. 
However, these variables together explain 46 % of the variance of willingness to buy. 
 
Table 3. Standardized results of the structural model 
4. Conclusion 
This survey, which is conducted on young Turkish consumers, shed light on the relationships among 
ethnocentrism, consumer animosity and product judgment, and willingness to buy. The most important result found 
Paths  P R2 
 0,053 0,347  
 - 0,220 0,004  
 - 0,385 0,000  
 0,186 0,039  
 - 0,142 0,058  
 - 0,168 0,068  
 - 0,329 0,000  
Product Judgment   0,081 
Willingness to Buy   0,460 
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from data is that 
willingness to buy products originating from USA. Results reveal that ethnocentrism significantly decrease young 
animosity and historical 
intention to buy the products. However, 
a good antecedent for willingness to buy. These findings are mostly consistent with the literature on the effects of 
ethnocentrism and animosity on willingness to buy. Although there are many studies examining the consumer 
ethnocentrism and its relationship with consumer behaviour in literature, the effect of young Turkish consumer  
animosity on willingness to buy American products is examined for the first time through this survey, which 
differentiates this survey from others. Thus it might be expected that the survey contribute to academic literature on 
international marketing. Beside results may guide marketing executives in designing marketing strategies and plans in 
their worldwide operations.  
 
However, this survey is conducted on young Turkish students; findings might not be transferable to all types of age 
groups. Thus, it is recommended that further researches can be conducted on other age groups and, also in different 
cities for the generalizability of findings. Another limitation of this survey is that American products are examined 
together rather than in groups of products such as electronics, automobiles, and textile products. Further surveys can 
be designed in a way that every product groups are examined independently. 
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